
BY CLEMENT TVINSTON 

Retail Trade and Use of Services: 
Regional Patterns of Consumer Purchasing 

Ri L E T A I L sales have shown a firming 
tendency recently, following a decline 
of 5 percent from the high monthly 
figures reached in the spring of last 
year, on a seasonally adjusted basis. 
Sales this spring have advanced from 
the January-February lows, with all 
the major gi-oups sharing in the recovery. 

Fluctuations have resulted mainly 
from the shifting demands for durable 
goods which, despite the improvement 
in recent months, are still relativelj'' 
weak. Nondurable goods stores' sales, 
which had fallen off somewhat from 
their high point reached in April a year 
ago, had remained generally steady in 
total through the remainder of the year. 
Beginning in January, sales in all these 
lines strengthened, and in the March-
April period were slightly above a year 
ago. Food and department store sales 
were showing the largest relative gains 
over the year. 

Recent regional experience 

During the past year changes in the 
overall economy have had sizable dif­
ferential effects on the various regions, 
largely reflecting the variations in 
cyclical response of their leading indus­
tries and the divergent movements in 
farm and nonfarm income. 

Data on department store sales for 
the Federal Eeserve districts published 
by the Board of Governors of the Fed­
eral Eeserve System and retail data for 
four very broad regions covering sales 
of organizations with less than eleven 
outlets provide a basis for reviewing 
regional tendencies. The sales varia­
tions in the 1959-60 period tied in gen­
erally with the changes in personal 
income for those regions which were 
discussed in the April 1961 issue of this 
SURVEY. The decline in farm income 
and lack of gi'owth in the oil industry 
retarded activity in such States as 
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Texas and Oldahoma. In the South­
east a drop in cotton production affected 
sales in Mississippi and Arkansas while 
mining in West Virginia continued its 
secular decline. These were some of 
the factors that slowed the sales advance 
in these regions as well as other farm 
areas. 

In the northeastern States, including 
New York, factory payi-olls for most of 
the States matched, while payrolls of 
the distributive industries, services, and 
contract construction expanded rela­
tively more than, the national averages 
from 1959 to 1960 with a beneficial 
effect on retail sales. 

In the early months of 1961, the San 
Francisco district showed a rise in 
department store sales from the fourth 
quarter of 1960, seasonally adjusted, 
while all the other districts registered 
no change or declines. The largest 
decreases, from 4 percent to 5 percent, 
were indicated for the Chicago and 
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Atlanta districts. It is difficult to 
assess such short-term regional varia­
tions since the movements were partially 
obscured by the effect of the unusual 
weather conditions in many areas. 

Growth rates in consumption and 
income 

In the past 10 years expenditures for 
goods and services have shown widely 
differing growth rates (see chart), 
though as pointed out many times in 
the SURVEY analyses service expendi­
tures experienced a long lag during and 
after the war before such outlays were 
restored to a more usual relationship 
to income. 

Largely as a residt of this lag, sales 
at retail stores and consumer expedi-
tures for goods have expanded at an 
average rate of about 3% percent a year 
while expenditures for services ad­
vanced at a rate close to 7 percent. 
Part of this was a "catching up" in 
prices of services which in recent years 
advanced much more rapidly than 
goods, a reversal of the war and im­
mediate postwar experience. Service 
prices over the past 10 years rose about 
30 percent while commodity prices in­
creased less than 7 percent. Thus, on 
a deflated basis, expenditures for goods 
rose at a rate of about 2.8 percent a 
year and services at 3.8 percent. Eeal 
disposable income over this period rose 
3.2 percent per annum. 

Prior to the war, exclusive of the 
depression years, service expenditures 
accounted for about two-fifths of total 
spending. This proportion declined to 
about a third during the war years be­
cause of restrictions and shortages. 
Since then it has risen gradually and in 
1959 and 1960 was again about two-
fifths of the total. 

Although growth rates have varied 
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from one region to another, the charts 
show that the pattern of more rapid 
oTowth in service expenditures to a 
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position of more normal relationships 
has naturally occm-red in each geo­
graphical area. 

Regional Distribution of Sales 

Completion of the tabulations from 
the 1958 Census of Business makes 
available new data for sales of retail 
stores, and for selected services, by 
regions and States. Similar data for 
other Census years, supplementary in­
formation for services from other som--
ces, and the Office of Business Eco­
nomics studies of personal income by 
States are used in this analysis of reg­
ional changes in consumption patterns. 
Although information is considerably 
more restricted for intercensal years the 
fact that the regional structure of dis­
tribution generally changes rather 
slowly, and only gradually, makes these 
regional data useful in appraising the 
current market situation. 

Retail sales growth 1954-58 

In the 4-year period from 1954 to 
1958, the last two Census years, retail 
sales increased $30 billion, or 18 per­
cent. In this same period the popula­
tion of the country rose 7Ĵ  percent and 
personal income 25 percent. 

Prices of goods sold at retail stores 
increased from 5 percent to 6 percent 
so that on a "real" basis the volume of 
goods moving in retail channels was up 
by something more than 10 percent. 
Taking account of the population growth 
the rise in "real" per capita retail pur­
chases figm-es out to around 3 percent 
in this period. 

The largest percentage increases in 
total sales li'om 1954 to 1958, from a 
fifth to about a third, were shown for 
general merchandise, food and drug 
stores and gasoline service stations. 
Advances of from an eighth to a sixth 
were reported by furniture, appliance 
and apparel stores and in eating and 
drinking places. Lesser increases were 
indicated for the lumber, building-
hardware group (including farm imple­
ment dealers), and automotive stores. 

The trend to larger individual estab­
lishments in retail merchandising, which 
had been pointed out in the SURVEY 

before, continued. The indicated aver­
age sales per store was $77,000 in 
1948; nearly $100,000 in 1954; and 
$112,000 in 1958. Part of this rise is 
accounted for by the steady rise in 
prices. The increase in employment 
on a per store basis about matched the 
rise in volume. 

Food stores continued to show the 
most significant trends to larger in­
dividual stores, with average sales up 
from $103,000 in 1954 to $136,000 in 
1958. Food prices rose about 7 percent 
on the average in the 1954-58 period 
implying that the average activity per 
store in physical terms was up nearly 
a fourth, about equal to the increase 
in employment per store. 

Other stores that showed substantial 
increases in sales per store from 1948 
to 1958 were drug stores whose doUar 
sales were up more than a fourth, and 
gasoline service stations and apparel 
stores with increases of about a sixth. 
Even after adjustment for price changes 
the increase in the business done in the 
average store in these groups was 
significant. 

In the general merchandise field the 
physical volume of sales per store 
remained about unchanged but the 
number of stores has gone up about a 
sixth. This in part reflects the setting 
up of branches in new shopping centers 
in the fast growing suburban market, 
which are usually smaller than the 
parent store downtown. 

Sales in central city districts decline 

In the major cities throughout the 
country the shift of an increasing share 
of the sales market from the center 
of the city to the outlying sections of 
the metropolitan areas continued. As 
the central city districts have become 
more denuded of residential sections 
and as urban transportation has become 
increasingly difficult, their relative im­
portance in the sales picture has be­
come somewhat less though they are 
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still the big individual trading areas. 
But in many of the large cities sales for 
the stores in the central city actually 
dechned from 1954 to 1958 while those 
of stores in the remainder of the 
metropohtan area showed substantial 
advances. 

REGIONAL CHANGES IN SERVICES AND 
RETAIL SALES FROM 1954 TO 1958 ARE 
HIGHLY RELATED TO INCOME 

Southern and Western States Have Shown 
the Greatest Relative Increases, 
North Central States the Smallest 
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The greatest shifts were indicated for 
general merchandise and apparel stores, 
the establishments which account for 
the bulk of the retail trade activity in 
the central city district. In 1954, gen­
eral merchandise stores in the central 
city district accounted on the average 
for about two-thirds of aU such sales in 
the entire metropolitan area. In 1958, 
this share had been cut to somewhat 
over half. The comparable propor­
tions in the apparel group were about 
thi'ee-fifths and one-half. 

Regional variation in sales 

In this discussion a comparison is 
made between sales of retail stores and 
selected service receipts and personal 
income in each State or region. I t 
should not be assumed that the retail 
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sales and service receipts cover all con­
sumer expenditures for goods and 
services. A substantial proportion of 
sales of retail stores does not represent 
consumer expenditures and this pro­
portion differs by region; nor do all 
purchases of goods pass thi'ough retail 
channels. 

Only fragmentary data on service 
expenditures by States are available. 
The service industries covered in the 

Census of Business reported receipts 
of $32 billion in 1958. To this were 
added other estimates avaDable on a 
State basis for gas, electric utilities, life 
insm-ance, and domestic services to 
bring the total figure to $46 billion. 
This compares with total consumer ex­
penditures for all services in 1958 of 
$114 billion, though of this $11 billion 
represented imputations for services "in 
kind," not represented by actual trade. 

Table 1.—Sales of Retail Stores by Regions and States i n Census Years, and Average Annual 
Rate of Growth, 1948-58 and 1954-58 • 

United States 

N o w l lampshlro 

Middle Atlantic 

EasI North Central 
Ohio 

Illinois 

West North Central 
Minnesota 

South Atlantic 

District of Columbia—. 
Virginia 

Florida 

East South Central 

West South Central 

Utah 

Paciflc 

Addenda ' 

Hawaii 

Sales ot I (!tail stores 

1020 1933 1935 1939 1048 1954 1968 

(Millions of dollar.!;) 

47,769 

3,701 
208 
170 
148 

2,013 
312 
760 

12,269 
0,816 
1,768 
3,684 

10,051 
2,796 
1,191 
3,583 
2.178 
1,203 

5,149 
1,020 

063 
1,407 

230 
2i)0 
653 
730 

4,105 
100 
500 
324 
689 
440 
641 
290 
626 
493 

2,133 
675 
032 
619 
408 

3,646 
406 
409 
780 

1,091 

1,510 
238 
105 
101 
455 
116 
193 
103 
49 

4,305 
742 
442 

3,122 

24,126 

2,080 
176 
100 
75 

1,160 
161 
414 

6, .342 
3,683 

064 
1,795 

5, IIV 
1,392 

5,51 
1,058 

014 
601 

2,547 
560 
403 
737 
104 
101 
260 
318 

2,416 
55 

367 
236 
349 
230 
358 
183 
347 
282 

1,001 
295 
322 
246 
139 

1,711 
177 
269 
334 
041 

711 
107 
84 
64 

226 
62 
73 
88 
27 

2,200 
355 
215 

1,030 

32,338 

2,639 
225 
147 
00 

1,410 
213 
541 

8,178 
4,595 
1,168 
2,414 

6,987 
1,910 

765 
2,105 
1,360 

851 

3,444 
707 
630 
928 
147 
144 
363 
440 

3,244 
75 

447 
320 
463 
328 
4fi9 
240 
480 
421 

1,367 
3S1 
476 
334 
177 

2,278 
230 
340 
429 

1,270 

1,079 
185 
138 
81 

207 
88 

119 
120 
43 

.3,123 
619 
329 

2,276 

41,445 

3,247 
278 
181 
122 

1,698 
260 
009 

10,068 
6,466 
1,534 
3,068 

9,101 
2,400 
1,056 
2,808 
1,793 
1,043 

4,097 
1,000 

818 
1,080 

156 
169 
394 
472 

4,325 
108 
600 
301 
622 
403 
631 
331 
623 

on 
1,837 

616 
603 
436 
282 

3,090 
208 
484 
613 

1,795 

1,421 
221 
175 
100 
407 
126 
101 
109 

62 

4,259 
006 
441 

3,152 

128,819 

8,321 
741 
461 
332 

4,166 
094 

1,927 

27,627 
14, 381 
4,381 
8,866 

28,607 
7,240 
3,490 
8,720 
5,8,54 
3,193 

13,153 
2,807 
2,540 
3,526 

007 
020 

1,310 
1,684 

14,631 
376 

1,871 
1,103 
2,203 
1,278 
2,234 
1,142 
2,098 
2,327 

6,370 
1,602 
2,076 
1,029 
1,004 

10,869 
1,070 
1,073 
1,020 
0,479 

4,640 
699 
670 
307 

1,250 
474 
654 
670 
200 

14,740 
2,204 
1,580 

10, 050 

97 
374 

169,9G8 

10,911 
924 
604 
.380 

5,639 
848 

2,618 

35,054 
18,110 
0,145 

10,703 

37,256 
9,033 
4,613 

11,010 
8,108 
3,924 

16,181 
3,450 
3,078 
4,625 

662 
679 

1,688 
2,201 

20,609 
493 

2,676 
1,212 
3,121 
1,401 
3.210 
1,619 
2,963 
4,014 

8,354 
2,201 
2,750 
2,112 
1,282 

14,806 
1,334 
2,339 
2,101 
0,032 

6, .3.57 
778 
070 
386 

1,727 
733 

1,001 
733 
330 

20,439 
2,874 
1,921 

15,044 

175 
426 

199,646 

12,452 
1,0.31 

704 
443 

0,242 
920 

3,103 

40,390 
20,793 

7,276 
12,322 

42,177 
10, 857 
5,177 

12, 790 
8,898 
4,456 

18,208 
3,076 
3,367 
5,160 

703 
772 

1,730 
2,449 

26,49.1 
683 

3,326 
1,304 
3,721 
1,607 
3,837 
1,747 
3,628 
6,840 

9,829 
2,681 
3,190 
2,507 
1,482 

17,670 
1,837 
2,040 
2,401 

10,793 

7,924 
803 
818 
416 

2,105 
973 

1,412 
929 
408 

25,504 
3,419 
2,137 

10, 048 

202 
522 

Averogo onntial 
rate of growth 

1948-68 19.54-58 

(Percent) 

4.5 

4.1 
3.4 
4.3 
2.9 
4.1 
3.0 
4.9 

3.9 
3.8 
5.2 
3.4 

4.0 
4.1 
4.0 
3.9 
4.2 
3.4 

3.3 
3.3 
2.8 
3.9 
2.3 
2.2 
2.8 
3.9 

5.7 
4.6 
6.9 
1.7 
6.4 
2.3 
5.6 
4.3 
6.3 
9.0 

4.4 
4.6 
4.4 
4.7 
4.0 

S.O 
3.6 
6.8 
4.0 
6.2 

5.4 
3.7 
3.6 
3.0 
6.3 
7.4 
8.0 
4.9 
7.4 

5.6 
4.5 
3.0 
0.2 

7.0 
3.4 

4.1 

3.4 
2.8 
3.9 
3.0 
3.0 
2.3 
4.3 

.1.6 
3.5 
4.3 
3.4 

3 .1 
3.0 
3.5 
3 .8 
2.2 
3.2 

,1.0 
3.6 
2.3 
3 .3 
3.0 
3.2 
2.2 
2.7 

5.4 
4.2 
5.5 
1.8 
4.5 
3.5 
4.0 
3.6 
4.5 
0.8 

4.1 
4.1 
3.8 
5.0 
3.7 

4.5 
3.6 
5.9 
3.4 
4.0 

5,6 
2.0 
5.2 
2.0 
6.1 
7.4 
0.0 
6.1 
5.4 

5.7 
4.4 
2.7 
6.3 

3.0 
6.2 

' The data cover all Census of Business years. The 1929-48 censas figures have been adjusted to achieve greater compara­
bility with 1064 and 1958. Adiustment has not been made for tho inclusion In 1964 and 1958, and exclusion in 1930 and 1948, 
of sales and excise taxes levied directly on tho consumer; computations Indicate that this factor is negligible in tho regional 
distribution. 

' Not included in total. 

In addition it should be noted that the 
$46 billion total includes some expend­
itures by business firms. 

In considering the regional trade be­
havior since 1954 it is noted here, as 
in previous analyses, that purchases in 
each State move with the total for the 
country as a whole. This is to be ex­
pected since the economy of each State 
is inextricably bound up with the 
economy of the country; there are no 
legal trade barriers operatuig to ob­
struct trade among the States. 

Nevertheless, the effect of changes in 
income leads to different regional re­
sponses in terms of purchases. This 
variation may be seen in the chart 
showing percent change in retail sales 
and service receipts between 1954 and 
1958 by region compared to the percent 
change in personal income. 

In the lower part of the chart showing 
the relationship to sales it is noted that 
advances in sales and income were 
shown for the United States as a whole 
and for all the various regions. How­
ever, the southern and western States 
outpaced the remainder with relative 
sales and income growth well above the 
Nation's average. The points of scat­
ter in the chart fall fairly closely 
along a line with the regions comprising 
the southern and western States at the 
upper half of the line and the remaining 
regions along the lower half. The 
South Atlantic and Pacific regions 
show relative sales chiinges above the 
line of relationship while the New Eng­
land and West North Central regions 
show low sales advances compared to 
then" income increase. 

'The relationship for changes in serv­
ice receipts and income bring out sub­
stantially the same picture. The South 
Atlantic and the west are once again 
at the upper end of the average line of 
relationship. For both sales and serv­
ices the West North Central region 
shows purchases low relative to its 
income change. 

The relationships of income changes 
with purchases at retail and with service 
receipts are fairly close. The coeffi­
cients of correlation (r) exceed .95 in 
both cases. 

Shift by regions 

Although a high degree of correlation 
exists between regional sales and re-
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gional income and between regional and 
nationwide sales there have been grad­
ual shifts in the relationship over time. 
The result of these differential move­
ments over the period since 1929 is in­
dicated in table 2 which presents region­
al distributions of sales in Census years. 

The variations in these patterns are 
associated with many factors—such as 
changes in industrialization, the degree 
of urbanization and differences in popu­
lation growth and other demographic 
factors. In addition, the cyclical re­
sponses of regions to changes in the 
overall economy vary to a considerable 
extent according to the proportions of 
income originating in manufacturing, in 
agriculture, and in mining. 

It is noted in the newly available data 
for 1958 that there has been a continua­
tion of the shift in the sales proportions 
that had been developing over the 25-
year period from 1929 to 1954. The 
more highly developed areas of the 
country have continued to increase their 
sales volume as the overall economy ex­
panded, but the more recently devel­
oped parts in the South and West have 
been experiencing even sharper growth 
rates. 

Northeast and Midwest States 

Eetail sales in the New England, 
Middle Atlantic, and North Central re­
gions continued their gradual decline 
relative to the Nation in the 1954-58 
period. From 58K percent of total sales 
in 1954 the share of sales in these States 
declined to 5Q% percent in 1958. Only 
Connecticut and New Jersey bettered 
their positions somewhat. 

The behavior patterns of sales and in­
come are related to continued shifts in 
industrial activity and of population in 
different parts of the country. In the 
large metropolitan areas there tends to 
be a net outmigration from the city to 
new suburban areas. In the case of 
New York City this has been very ex­
tensive and led to a considerable expan­
sion in southern Connecticut and in 
northern New Jersey as residential areas 
for individuals who work in the city. In 
addition, the outmigration in New York 
City was accompanied by the entrance 
of a lower income group from Puerto 
Eico and the south which altered the in­
come distribution. Among the States in 
the East and West North Central region 

591288°—01 4 

Table 2.—Regional Distribution of Retail Store Sales in Census Years 
(Percent) 

United States 

Now England 
Middle Atlantic 
Eost North Central 
West North Central 

Paciflc 

1929 

100.0 

7.7 
26.7 
22.9 
10.8 

8.0 
4.6 
7.0 
3.2 
9.0 

1933 

100.0 

8.0 
26.3 
21.2 
10.6 

10.0 
4.2 
7.1 
2.9 
9.1 

1936 

100.0 

8.2 
25.3 
21.0 
10.7 

10.0 
4.2 
7.0 
3.3 
9.7 

1939 

100.0 

7.8 
24.3 
22.0 
9.0 

10.4 
4.4 
7.6 
3.4 

10.3 

1948 

100.0 

6.6 
21.4 
22.1 
10.2 

11.4 
6.0 
8.4 
3.6 

11.4 

1064 

100.0 

6.4 
20.0 
21.9 
0.5 

12.2 
4.9 
8.7 
3.8 

12.0 

1958 

100.0 

0.2 
20.2 
21.1 
9.1 

12.8 
4.9 
8.9 
4.0 

12.8 

Source: U.S. Department of Commerce, Bureau of tho Census and Ofllce of Business Economics. 

the relative increases in sales for Michi­
gan, Iowa, and Nebraska were only 
about half tlie national average. 

The South and West 

Sales in the south and west continued 
to gain a larger proportion of the total. 
Florida led the way with all its economic 
indicators showing significantly greater 
relative advances than those for the Na­
tion. Only West Virginia experienced a 
decline in its share; this reflected the 
relatively depressed condition of the 
economy of that State. 

California dominated the growth in 
the far western States. The population 
of California increased by 47 percent 
from 1948 to 1958 and while this did not 
match the relative advances in Florida, 
Arizona, New Me.xico, and Nevada, it 

was by far the fastest growing of the 
larger States. 

In the West South Central region, 
Louisiana and Texas were the relative 
pace setters, while in the Mountain 
States New Mexico, Arizona, and 
Nevada led. Oil, natural gas, and 
Uvestock have played an important 
part in the continuing growth in Texas, 
but new industries have been moving 
in here as well as in Louisiana to keep 
economic activity high. Sales and in­
come in New Mexico, Arizona, and 
Nevada are low in absolute value but 
have more than doubled in the period 
1948-58. The steady expansion of 
vacation travel and immigration due to 
favorable climate have been factors in 
attracting more and more business to 
these areas. 

Trade and Services Outlays Related to Income 
J L H E CLOSE relationship between 
consumer purchasing and income may 
be observed more directly in graphic 
form by comparing for a given year the 
pattern of purchasing and income by 
States. Such a cross-sectional ap­
proach serves to bring out the similari­
ties and differences among the States, 
relative to expenditures and income at 
one point in time. 

The accompanymg scatter diagram, 
in the upper section of the chart, 
presents the relationship between State 
sales and personal income in 1958 and, 
the one in the lower section, the relation 
between service receipts and income. 
The States generally cluster along a line 
with New York at the upper end and 
Vermont, Wyoming, and Nevada at 
the lower end; a similar pattern has 
been found to exist for each of the 
Census years. 

The close correspondence between 

State sales and income in a given year 
(r=.995 in the year 1958 and is not 
much dift'erent in other years) is in part 
a function of the population of each 
State. However, the relation between 
State sales and income on a per capita 
basis shows a lesser but still very sig­
nificant correspondence. 

The slope of the line is very near 
unity indicating that within the cross-
section of States, with time held con­
stant, the difference in sales among the 
States is directly proportional to income 
differentials. 

Although the States are generally 
close to the average line of relationship 
there are several outstanding excep­
tions. For example, Delaware with a 
total personal income of $1.2 billion 
reported retail sales of $580 million 
while New Hampshire and South Da­
kota Avith income not too different from 
Delaware had sales of $700 and $780 
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million, respectively. Also Connect­
icut with $6.6 billion of personal income 
had sales of $3.0 bilhon while Virginia 
and North Carolina had substantially 
higher sales with about the same in­
come. On the high side, that is, -with. 
higher-than-average sales relative to 
income, were Florida and Texas. 

There are a number of factors other 
than the level of income itself that tend 
to influence the sales-income position 
of a State compared to the others. 
Where a large metropolitan area spills 
over into two or more States there will 
be tendencies for people living in one 
State which is credited with their in­
come to make substantial pm-chases in 

the State in which the center of the 
metropolitan area is located. This is 
true, for example, for Connecticut and 
Maryland as well as for Delaware and 
New Jersey which are on the low side 
in sales relative to income. 

Mail-order sales also play an im­
portant role especially in certain States 
which are not close enough to extensive 
shopping areas. The eft'ect of mail­
order purchases is to lower sales mthin 
the given State relative to its income 
potential and to raise that of the State 
in wliich the mail-order fii-ms operate. 

In States such as Minnesota, Iowa, 
the Dakotas, Nebraska, and Kansas 
sales of lumber , building-hardware 
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stores (including farm equipment deal­
ers) form an unusuallj'^ large proportion 
of their total sales. The average pro­
portion for these States is about twice 
that shown for the Nation. The ratio 
of gasoline service station sales to total 
sales in these States also exceeds the 
overall ratio but not to the same extent. 
The differences largely reflect purchases 
for farm use. In the case of Florida 
and Texas the kind of business gi'oups 
in which sales are high relative to the 
national average are the automotive 
group and gasoline service stations. 

Services show similar pattern 
The data on service receipts for the 

various States are shown plotted against \ 
income in those States on the upper • 
portion of the charts. The close'rela­
tionship between service receipts and 
income by States is immediate^ evident 
although it is not so close as in the 
case of retail sales in which the store 
receipts represent a much greater pro­
portion of consumer items. 

The measure of the closeness of the 
relationship r=.97 compares with r=.99 
for retail sales. The points represent­
ing the States fall generally along a 
line almost parallel to the regression 
line between sales and income but they 
are seen to be more dispersed about 
theii' average line. 

I t is of interest to compare the 
deviations of States from their re­
spective lines of relationship in the two 
cases. Ketail sales expenditures in 
Nevada appear somewhat below the 
Hue reflecting in part purchases of 
goods outside the State because of the 
lack of distributive facilities within the 
State. In the case of service receipts, 
Nevada is far above the average. 
Personal income in Nevada is not too 
dift'erent from that in Vermont or 
Wyoming but the service receipts in 
Nevada are nearly double the combined 
figure for both of these States. The 
high level of the service receipts for 
Nevada are related to tourist activities 
for which the State is noted. 

Florida is found to be above the line 
of relationship for both sales as well as 
services. The high level of purchases 
relative to income reflect mostly the 
influence of the extensive tourist trade. 

For lUinois, California, and New 
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York service receipts are high relative 
to the average line although these 
States are generally in line relative to 
sales. In Illinois and New York busi­
ness service expenditures are important 
factors in the high service flgures while 
in California heavy tourist traffic is 
probably most influential. 

On the low side for services relative 
to income were found many of the less 
industriahzed areas, such as the Da­
kotas, Kansas, and Iowa. Delaware 
and Connecticut are found on the low 
side relative to income for service 
receipts as well as sales. Expenditures 
in both of these States are influenced 
by their close proximity to big metro­
politan areas in adjoining States. 

R e g i o n a l D i f f e r e n c e s 
by K i n d s o f B u s i n e s s 

Variations in climate, in natural re­
sources, in geographical features, in 
industrial structure and other factors 
tend to lead to considerable variation in 
the patterns of spending from region to 
region and from State to State. In 
table 3 there is presented a percentage 
distribution of State and regional sales 
by kind of business for the year 1958. 
I t is noted that the relative distribution 
of retail sales among the States varies 
considerably from State to State. The 
proportion of a State's sales accounted 
for by the lumber, building-hardware 
group (including farm equipment deal­
ers) ranges from 4 percent for the lowest 
to 23 percent for the highest. For 
furniture and appliance stores, the 
range is from 3 percent to 7 percent, in 
drug stores 2 percent to 6 percent. 

Building materials and automotive 
groups 

States in which agriculture was an 
important source of income showed a 
high proportion of their sales in the 
lumber, building, hardware group (in­
cluding farm equipment)—North Da­
kota 23 percent. South Dakota 19 per­
cent. In New York State such stores 
accounted for only 4 percent of sales. 
In the automotive group also, the pro­
portion of sales was high in the farm 
States with New York again lowest. 
A somewhat similar pattern was ex­
hibited for sales of gasoline service 
stations, with Nevada and Wyoming 

showing the largest proportions of their 
sales at such stores. 

Food stores and eating and drinking 
places 

Large cities and density of population 
are dominant factors in such sales. In 
most of the agricultural States less than 
30 percent of sales went to food stores 
and eating and drinldng places, while a 
third or more of all sales was expended 

in these outlets in New York, New 
Jersey, Pennsylvania, and other more 
urbanized areas. 

Difl'erences in State and local liquor 
laws influence spending at eating and 
drinking places. All the States in the 
southeast and south where "on prem­
ise" consumption of alcoholic beverages 
is limited entirely or in part show a low-
er-than-average proportion of sales go­
ing to eating and drinldng places. 

T a b i c 3 . — P e r c e n t a g e D i s t r i b u t i o n o f R e t a i l S t o r e S a l e s b y K i n d o f B u s i n e s s W i t h i n E a c h 
S t a t e , 1 9 5 8 

United States 

N e w England 
Malno 
N o w Hampshire. . 
Vermont 
Mnssnchusotts 
Ehodc Island 
Connootlout 

Middle At lant ic . . . 
N e w York 
N o w Jersey 
Pennsylvania . . 

East North Central. 
Ohio 
Ind iana- -
Illinois 
MlchlRan 
Wisconsin 

West North Control.. 
Minnesota 
Iowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 

South Atlantic 
Delaware 
Maryland 
District of Columbia. 
Virginia 
WestVirRlnla 
North Carolina 
South Carolina 
OoorBla 
riorlda 

East South Centra l . . 
Kentucky 
Tennessee . 
Alabama 
Mississippi 

Wes t South Central.. 
Arkansas 
Louisiana 
Oklahoma 
Texas 

Mountain 
Montana 
Idaho 
Wyoming 
Colorado 
N e w Mexico . 
Arizona 
Utah 
Nevoda 

Pocllic 
Washington. 
OroRon 
Cal i fornia . . . 

Addenda ^ 
Alaska . 

Hawai i . 

Retail 
trade, 
total 

100.0 

100.0 
100. n 
100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
lon.o 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 

100.0 
100.0 
100.0 
100.0 

100.0 

100.0 

Autn-
motivo 
dealers 

15.9 

14.3 
10.7 
10.5 
17.3 
13.2 
14.1 
14.7 

13.1 
11.5 
13.0 
1,1.4 

15.8 
10.0 
in. 7 
14.1 
17.7 
15.7 

ir>.G 
15.4 
10.2 
15.7 
18.7 
17.0 
17.2 
10.4 

17.0 
15.7 
14.0 
14.1 
10.0 
IB.? 
17.4 
17.8 
17.3 
18.7 

17.8 
17.3 
18.0 
17.6 
18.8 

18.8 
10.1 
10.7 
10.0 
10.3 

18.8 
18. g 
10.0 
18.7 
18.3 
20.2 
18.0 
18.3 
10.7 

1(>.2 
14.6 
18.3 
10.2 

12.5 

13.7 

Furni­
ture, 
home 
fur­

nish­
ings 

equip­
ment 
stores 

5.0 

4.6 
3.3 
3.8 
3.7 
4.5 
4.0 
5.4 

f>.4 
5.4 
fl.n 
5.0 

4.9 
4.0 
4.8 
4.8 
.5.1 
4.7 

4.4 
4.2 
4.5 
4.5 
4.0 
3.7 
4.0 
4.7 

6.1 
5.3 
4 .2 
0.8 
4.8 
6.2 
5.1 
5.1 
4.8 
6.0 

4.9 
4.8 
4.9 
6.4 
4.4 

4.7 
4.3 
6.2 
4.8 
4.0 

4.8 
3.8 
4.5 
4.6 
4.8 
4.7 
5.5 
6.1 
4.3 

6.8 
4.8 
4.3 
0.1 

4.4 

5.1 

Lumber, 
buIIdinK 

materials, 
hard­
ware, 
farm 

equip­
ment 

dealers 

7.2 

6.8 
5.8 
6.0 
7.0 
6.0 
6.8 
0.0 

4.9 
4.3 
5.5 
.5.3 

7.6 
7.2 
8.0 
7.0 
7.5 
0.0 

12.0 
12.3 
15.1 
8.0 

22.8 
19.1 
16,0 
12.3 

6.4 
0.0 
6.4 
2.6 
5.8 
6.0 
7.0 
7.5 
7.2 
7.0 

7.6 
8.0 
7.1 
7.1 
8.7 

8.1 
9.8 
7.6 
9.3 
7.8 

9.2 
12.9 
12.8 
11.0 

9.3 
7.8 
7.5 
8.0 
4.7 

G.2 
7.0 
7.1 
0.0 

4.9 

1.3 

Ap­
parel, 
acces­
sory 

stores 

C.3 

6.9 
5.7 
0.4 
4.6 
7.2 
7.8 

n.o 
S.3 
9.6 
7.8 
O.U 

5.7 
,5.1 
6.1 
0.0 
,6.0 
5.4 

S . l 
6.0 
6.1 
5.7 
r,.3 
4.0 
4.7 
4.7 

6.1 
5.8 
6.6 
0.1 
5.0 
0.1 
6.1 
6.8 
6.0 
0.3 

5.9 
6.7 
5.3 
0.0 
0.6 

5.9 
6.2 
0.8 
6.5 
5.8 

4.8 
5.0 
3.5 
4 .8 
4.4 
5.3 
5.6 
4.4 
6.6 

5.5 
4.3 
4.3 
5.9 

4.8 

6.5 

Drug 
stores, 
propri­
etory 
stores 

3.4 

.1.3 
2.0 
2.7 
2.2 
3.3 
3.7 
3.6 

2.9. 
2.9 
2.0 
3.0 

3.5 
3.3 
3.0 
3.4 
4.0 
2.9 

•1.4 
3.2 
3.0 
3.8 
2.9 
3.3 
3.1 
3.6 

3.6 
3.0 
4 .2 
4.7 
3.8 
3.2 
3.2 
3.4 
3 .3 
3.8 

3.5 
3.6 
3.4 
3.5 
3.0 

3.5 
3.2 
3.0 
3.8 
3.6 

4.0 
3.2 
3.0 
3.9 
4.4 
3.4 
4.1 
4.4 
5.6 

3.6 
3.6 
3.1 
3.0 

4.4 

3.0 

Eating, 
drink­

ing 
places 

7.6 

7.3 
4.4 
6.4 
4.4 
8.3 
7.6 
7.1 

9.5 
10.7 
0.2 
7.8 

8.1 
8.0 
7.2 
8.0 
7.1 
9.0 

6.5 
7.3 
0.0 
fl.6 
7.0 
6.3 
0.8 
6.2 

6.4 
0.0 
8.4 
9.6 
0.0 
6.0 
4.3 
4.4 
4.0 
7.9 

5.1 
0.6 
4.8 
4.6 
4.1 

5.8 
4.5 
7.2 
6.0 
5.5 

7.7 
9.4 
6.7 
8.3 
7.2 
7.4 
8.6 
6.0 
9.8 

8.3 
7.3 
7.0 
8.7 

14.0 

12.0 

Food 
stores 

24.5 

20.3 
28.0 
28.0 
20.1 
25.8 
26.6 
20.4 

20.2 
20.5 
20.4 
25.7 

24.4 
25.8 
23.5 
22.0 
26.1 
23.5 

21.5 
21.4 
21.0 
22.4 
17.1 
19.9 
20.1 
23.2 

21.0 
22.4 
26.0 
18.1 
24.8 
26.6 
22.8 
25.4 
23.1 
23.4 

24.9 
25.0 
24.7 
24.7 
24.2 

24.2 
23.4 
24.6 
21.4 
24.1 

22.2 
22.2 
21.2 
21.2 
21.6 
21.9 
23.4 
22.5 
23.2 

24.9 
2.5.3 
2,5.1 
24.8 

23.4 

29.8 

Qaso-
llnc 

service 
sta­

tions 

7.1 

5.9 
7.1 
6.9 
6.8 
6.4 
6.1 
6.2 

5.3 
4.6 
6.1 
6.0 

7.3 
7.5 
8.2 
0.5 
7.9 
0.9 

7.9 
7.2 
8.1 
7.0 
7.6 
8.6 
8.6 
9.1 

7.G 
7.1 
6.8 
4.8 
8.2 
7.7 
8.1 
8.8 
8.2 
7.3 

8.0 
7.6 
8.2 
7.7 
8.7 

8.1 
8.0 
7.6 
8.8 
8.1 

8.9 
8.0 
8.1 

11.1 
7.8 
9.0 
9.3 
9.1 

11.6 

7.6 
7.1 
7.9 
7.7 

5.8 

7.3 

Gen­
eral 
mer­
chan­
dise 

stores 

ILO 

10.1 
10.4 
7.6 

10.1 
10.0 
10.8 
9.4 

10.7 
10.7 
8.4 

12.2 

11.2 
12.7 
10.9 
10.2 
11.0 
11.0 

10.2 
10.9 
8.7 

12.0 
8.3 
8.0 

10.1 
8.4 

11.9 
10.9 
11.0 
14.2 
12.7 
1,5.3 
12.7 
II .S 
12.5 
9.0 

12.1 
11.1 
12.6 
12.8 
11.6 

n.o 
10.3 
11.8 
10.8 
10.9 

10.4 
8.6 

10.3 
8.0 

11.9 
9.6 
9.4 

13.1 

10.7 
12.3 
10.0 
10.4 

11.3 

12.0 

All 
other 
retail­

ers ' 

> Includes nonstore retailers. 
' N o t Included in total. 
Source; U .S . Department of Commerce, Bureau of tho Census and OHlco of Business Economics. 
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Apparel and other retail stores 

New York recorded the highest share 
in the apparel group, 9K percent of 
total sales. Massachusetts, Rhode Is­
land, and New Jersey had proportions 
of 7 percent to 8 percent while Idaho 
had the lowest proportion of its sales in 
this group, 3}̂  percent. New York as 
the style and apparel manufacturing 
center tends to attract a large number 
of purchases from outside the State as 
well as within it. 

The general merchandise group com­
prising department, variety, general 
stores and dry goods, and other general 
merchandise stores forms a rather 
heterogeneous group and the distribu­
tion of the State ratios is rather mixed. 
The State with the lowest proportion 
of its sales in this group is Vermont, 
7 percent, and the highest is West 
Virginia, 15 percent. 

To some extent stores in the less 
urbanized States are more likely to sell 
a variety of products than to speciahze 
as in the high population States. For 
this reason a larger proportion of 
stores in the less populous States is 
likely to be classified as general mer-
diandise stores rather than in the more 
Epeciahzed categories. 

Since demand for gasoline in a State 
is related in large part to the number 
of cars on the road and to the agricul­
tural use of gasoline it is found that 
State patterns in gasoline service sta­
tion sales resemble those of the auto­
motive group. The smaUest share of 
sales going to this group, 4% percent, 
was recorded in New York and the 
highest, over 11 percent, in Wyoming 
and Nevada. 

Regioruil distribution of service trade 

The percent distribution of service 
receipts by selected services shows con­

siderable variation among the regions. 
The largest variation in the percentage 
of specific services to total service 
receipts within a given region was the 
miscellaneous business services and life 
insm-ance group. Here the proportions 
ranged from 34 and 38 percent for the 
East North Central and Middle Atlan­
tic region to 17 percent for the Moun­
tain region. This reflects the heavy 
expenditures for advertising, news syn­
dicates and employment agencies which 
are more important in the heavily 
industrialized areas with their very 
large cities. 

Insurance expenses, personal services, 
and auto and other repair services are 
relatively stable as a percentage of total 
service receipts among the regions. 

The largest proportion of expendi­
tures for hotels, motels and related 
services is in the Mountain region 
where tourist activities are high. The 
South Atlantic region also shows a 
higher-than-average proportion in this 
category. 

Outlays for motion pictures and other 
amusements are relatively high in the 
Mountain and Pacific States reflecting 

conditions similar to those which tend 
to raise expenditures in hotels and 
motels. The State data indicate that 
motion picture expenditures are espe­
cially important in California, and 
expenditures for motion pictures and 
theatres are relatively high in New 
York Avith its large transient 
population. 

For domestic services the South 
Atlantic and East South Central regions 
stand out with a proportion consider­
ably greater than the United States 
total. This may reflect, in large part, 
the greater availability of labor for 
this type of work in these States. 

Demand for gas and electric utilities 
depends to a large extent on the avail­
ability and cost of these products as 
against other fuels, as weU as on cli­
matic factors. The West North Cen­
tral farm areas and the East South 
Central Tennessee Valley area utilize 
electricity to an especiaUy large extent, 
while in the Middle Atlantic and Pacific 
States which showed the lowest ratio 
in this field, the use of a great deal of 
fuel oil reduces demand for gas and 
electricity. 

Table 4.—Percentage Distribution of Selected Service Recipts by Regions—1958 

United States 

Middle Atlantic 

West North Central 

Pacific 

Total 1 

100.0 

100.0 
100.0 
lon.o 
100.0 
100.0 
100.0 
100.0 
100.0 

Hotels, 
motels, 

etc. 

8.4 

9.2 
7.1 
6.6 
8.7 

11.4 
7.2 

18.0 
S.6 

Personal 
services 

16.0 

18.4 
14.0 
10.0 
10.8 

17.2 
19.1 
13.9 
16.5 

Insurance 
and 

business 
services 

29.5 

24.1 
38.0 
34.2 
24.7 

20.5 
19.9 
17.2 
27.9 

Repairs 

13.2 

13.7 
10.1 
12.2 
15.8 

14.2 
16.0 
11.7 
15.3 

Amuse­
ment 

11.0 

9.2 
12.9 
8.9 
8.7 

0.6 
7.7 

10.7 
14.7 

Utilities 

14. S 

10.2 
11.1 
10.7 
19.8 

14.7 
18.6 
14.1 
11.8 

Domestic 
service 

7.4 

8.9 
0.8 
4.0 
6.5 

12.5 
12.5 
4.8 
0.2 

1. This totnl excludes many Importont categories of services purchased by consumers. Principal exclusions are services 
connected with medical care, foreign travel, housing, communications, purchased transportation, and religious and welfare 
activities. 

Sources: U.S. Department of Commerce, Bureau of the Census and Ofllce of Business Economics, Edison Electric Institute 
and American Gas Association. 


